
MARKETING COMMUNICATION STRATEGY
Will Fleming



CONTENTS PAGE

1.0 Introduction …………………………………………………………………..5
2.0 The Context Analysis ……………………………………………………..6
2.1 The Business Context ………………………………………………………………6
2.1.1 The Market ……………………………………………………………….8
2.1.2 The Market Defined …………………………………………………..8
2.1.3 The Competition ………………………………………………………….9
		2.1.4 Supply Chain ……………………………………………………………….11
		2.1.5 Intermediaries …………………………………………………………….12
		2.1.6 Other stakeholders ……………………………………………………..12
	2.2 The Customer Context ………………………………………………………………14
	2.3 Internal Context ………………………………………………………………………..15
	2.4 External Context ……………………………………………………………………….17
3.0 Marketing Communications Objectives ………………………….18
	3.2 Corporate Level …………………………………………………………………………19
	3.3 Marketing Level …………………………………………………………………………19
	3.4 Marketing Communications Level ……………………….…………………….19
	3.5 Positioning …………………………………………………………………………………19 
		3.5.2 Perceptual Map ……………………………………………………………20
		3.5.3 Positioning Statement ………………………………………………….20
4.0 Promotional Strategies …………………………………………………..21
	4.2.1 Push Strategy……………………………………………………………………………21
4.2.2 Pull Strategy …………………………………………………….……………………..22
	4.2.3 Profile Strategy ………………………………………………………………………..23
5.0 The Promotional Mix ………………………………………………………23
	5.2 Marketing Communications Plan …………………………………………………24
6.0 Implementation ……………………………………………………………..24
7.0 Evaluation and Control …………………………………………………….25
8.0 Conclusion ………………………………………………………………………26
9.0 References ………………………………………………………………………26



LIST OF FIGURES

Figure one: https://edited.com/blog/2018/08/denim-trends/ ……………………PAGE 4
Figure two: https://edited.com/blog/2018/08/denim-trends/ ……………………PAGE 7
Figure Three: https://hiutdenim.co.uk/pages/stockists .................................PAGE 11
Figure Four: https://corporatefinanceinstitute.com/resources/knowledge/strategy/pull-marketing-strategy/ …………………………………………………………………………………..…………………PAGE 22
Figure Five: Fill, C., 2005. Marketing communications: engagements, strategies and practice. Pearson Education. ………………………………………………………………………………….……………….PAGE 23
Figure Six: https://corporatefinanceinstitute.com/resources/knowledge/strategy/push-marketing-strategy/ ……………………………………………….……………………………………………………PAGE 21
Figure Seven: https://www.slideshare.net/SejalChaurasia/consumer-buying-behaviour-organizational-buying-behaviour ...................................................................PAGE 13
Figure Eight: https://fitsmallbusiness.com/smart-goals-examples/ ……………PAGE 18
Figure Nine: http://info.hktdc.com/chinabrand/2_1.htm .............................PAGE 5
Figure Ten: https://www.researchgate.net/figure/The-S-curve-concept-of-technology-life-cycle_fig3_256859390 ...................................................................................PAGE 5
Figure Eleven: https://keap.com/infusionsoft/business-success-blog/marketing/automation/what-is-lifecycle-marketing .........................................................................................PAGE 6
Figure Twelve: https://corporatefinanceinstitute.com/resources/knowledge/finance/stakeholder/ ……………………………………………………………………………………………………………………..PAGE 12
Figure Thirteen: https://www.smartinsights.com/marketing-planning/marketing-models/mckinsey-7s-model/ …………………………………………………………………………………………………….PAGE 15
Figure Fourteen: https://www.levi.com/GB/en_GB/ …………………………………PAGE 8
Figure Fifteen: https://www.instagram.com/levis/ …………………………………..PAGE 8
Figure Sixteen: https://www.denimsandjeans.com/latest-denim-reports/denim-data-figures/gap-looses-us-market-share/15346 ......................................................................PAGE 8
Figure Seventeen: https://uk.diesel.com/en/man/ …………………………………..PAGE 9
Figure Eighteen: https://www.instagram.com/diesel/?hl=en ……………………………….PAGE 9
Figure Nineteen: https://www.denimsandjeans.com/latest-denim-reports/denim-data-figures/china-denim-and-apparel-report-2011-2012/4691 ...........................PAGE 10



Introduction

In this report, I will be creating a marketing communications plan for Hiut Denim; a Welsh based jeans manufacturing company that produces quality denim jeans. To do this I will be using the Fill’s marketing communication planning framework. Throughout this report I will look at several different context analyses as well as different marketing communications and promotional strategies. 



























The context analysis 

“A context analysis is the starting point for any determination of strategic direction must be a comprehensive and thorough analysis of the background situation along a number of key dimensions.” (CIM, 2014) Within this process, it is useful to look at the context of which these marketing communications occur. The main contextual areas is the market, the customer, the internal company and the external environment.
Figure One: Fill, 2009









The Business Context

“The business context encompasses an understanding of the factors impacting the business from various perspectives, including how decisions are made and what the business is ultimately trying to achieve. The business context is used by IT to identify key implications for the execution of its strategic initiatives.” (businesswire.com, 2017) The main issues of the business context are the marketplace, types of lifecycles, competition analysis, the supply chain, and intermediaries. 
Every brand or product has its life cycle which starts from the day it is launched to the day it exits the market. There are typically 5 stages of growth. Development, introduction, growth, maturity and decline, or in simpler terms, from idea to purchase. 







Figure Nine: http://info.hktdc.com/chinabrand/2_1.htm









Over 6 years, Hiut Denim has partnered with more intermediaries. The business started to see more growth which has since matured vastly. Thankfully, the business has not seen a decline. 

“The Technology Life Cycle can be defined as how the technology and its processes affect the business processes and impact the entire life cycle of the product offerings of the company.” (marketing91.com, 2019) The stages of this lifecycle are the research and development phase, growth, maturity, and decline. 
Figure Ten: https://www.researchgate.net/figure/The-S-curve-concept-of-technology-life-cycle_fig3_256859390













For Hiut Denim, the technology that is incorporated into the jeans is their ‘The No-Wash Club’. Hiut have encouraged their customers to go if they can without washing them in order to keep the jeans beautiful. The idea of this was developed and has since been nothing but growth.
“Lifecycle marketing is the process of providing the target market with the kinds communications and experiences they need, want, or like as they move from prospects to customers then, ideally, to advocates.” (keap.com, 2018) 
Figure Eleven: https://keap.com/infusionsoft/business-success-blog/marketing/automation/what-is-lifecycle-marketing









The attract phase is the process of getting the attention of the consumers, identifying specific types of target markets and then addressing them through different marketing techniques such as infographics, social media, intermediaries and so forth. Hiut Denim laid the foundations of their brand awareness online, selling directly whilst accessing global audiences. Hiut Denim creates a consistent campaign and from here observes their customer buying behaviour to eventually hitting the target of a purchase. Lastly, the ‘wow’ phase. By fulfilling promises to customers and providing additional value will encourage customers to return and keeping them enticed with consistently developing strategies and products to drive up additional sales and recurring revenue. Huit effectively do this by developing new types of jeans and different technology with them, such as ‘The No-Wash Club’. 

2.1.1 The Market 
2.1.2 The Market Defined

Hiut Denim are competing in the denim market of the retail industry within Wales but have stockists across the United Kingdom. Over the last four years, the market has changed with data showing 2015 and 2016 were the hardest years, with peak athleisure having a part to blame. This hit was seen over many denim retailers such as ASOS, Urban Outfitters and Bloomingdales. 

[image: ][image: ][image: ]






More appropriately related to Hiut Jeans Co, the luxury market has patterns that are more specific. The market gained strength in 2017, which led into early 2018 and has since been at a steady rate. With denim on a continuous growth, there is a 42% more product in stock in this quarter than a year ago. [image: ][image: ]
	Figure Two: https://edited.com/blog/2018/08/denim-trends/



2.1.3 The Competition 
	
	An analysis of competitors includes gathering and reviewing strategic information about rival firms. This information will give an idea of what the competitors are doing and if they present any threats. (Scharfstein, 1988)
Since Hiut Denim are a more luxury jean company, they have fewer competitors but stronger. Examples of these competitors are Levi and Diesel. 
Levi optimises the platforms they use such as social media and their website. 
Figure Fifteen: https://www.instagram.com/levis/
Figure Fourteen: https://www.levi.com/GB/en_GB/








	



Figure Sixteen: https://www.denimsandjeans.com/latest-denim-reports/denim-data-figures/gap-looses-us-market-share/15346










In the above diagram, it is shown that Levi Jeans have a relatively large market share in the different markets around the world. This is not surprising as customer attitudes towards the brand are always positive. 


Diesel is also another competing brand to Hiut Denim. 

Figure Eighteen: https://www.instagram.com/diesel/?hl=en
Figure Seventeen: https://uk.diesel.com/en/man/













Like Levi, Diesel also fully optimises their website and social media platforms. Their content is fun and colourful, ensuring it is eye-catching for their customers and target audience. 
Figure Nineteen: https://www.denimsandjeans.com/latest-denim-reports/denim-data-figures/china-denim-and-apparel-report-2011-2012/4691












 In the above diagram, it shows Diesel’s market share compared to one of their own competitors. 

2.1.4 Supply Chain
	 
	Although Hiut Denim Co are the manufacturers of their jeans, there is still a need for a full range of suppliers for their equipment such as measuring tools, sewing machines, label printers, dyes and so forth, and materials such as cotton, buttons, rivets, labels and so forth. All their necessities can be ordered consistently with relevant ease and through a repetitive tendering system. 
The key supplier of Huit Denim are the haberdasheries that deliver materials they may need, as well as textile machine companies. Karl Mayer is a particularly popular textile machine supplier that Hiut may consider partnering with. 

2.1.5 Intermediaries 

	Hiut Jeans Co have many intermediaries, of whom sell their jeans. 

[image: ] Figure Three: https://hiutdenim.co.uk/pages/stockists


Although these may not seem to be the most day to day popular shops, this means Hiut Denim is exclusive to a very small number of stores. For these stores to become intermediaries of Hiut Denim, a deal must be negotiated. If we look at Gatsby Menswear as just one of the intermediaries, a deal between the retailer and the brand Huit Denim needs to be negotiated. So, if both companies come to a decision to sell the jeans for £120, Gatsby Menswear could opt for a retail margin of 60% if the brand intends to sell to the retailer for £40, whereas Hiut itself would want to make a gross margin of 40%. Evidentially in some scenarios, the retailer will take most of the profit, but with the right negotiation, both the retailer and brand will make a considerable amount of profit. 



2.1.6 Other Stakeholders 
	
	“A person, group or organization that has interest or concern in an organization.
Stakeholders can affect or be affected by the organization's actions, objectives and policies.” (businessdictionary.com, 2019) 
Hiut Denim have many stakeholders and ensure to keep them close and constantly in the loop. It is important to remember Hiut Denim was built from the ground up with the motivation of involving stakeholders. It is argued that companies often struggle to prioritise their stakeholders, but it is worth noting that in many cases, they do not have the same interests at stake. 
Figure Twelve: https://corporatefinanceinstitute.com/resources/knowledge/finance/stakeholder/















Firstly, Hiut Denim’s customers are the main stakeholders that keep the business, in business. Many argue that a business exists purely to serve their customer and that customers are impacted by the service their receive and the quality of products. Customers of Hiut Denim become loyal as they know they will receive excellent service and know that they are investing their money into a high-quality product that has been handmade from scratch. 
Employees are also an important stakeholder. The stake that they have in Hiut Denim is to earn an income and job security, and because of this, the company ensures they are looked after to the maximum standards. Hiut Denim has brought a new wave of employment opportunities for the local community. 
Investors are both shareholders and debtholders. Investors invest capital into the business with the expectation of an agreed rate of return on the capital. On the company’s website, Hiut Denim makes clear that they are transparent with their shareholders, ensuring they only partner with shareholders that will profit from their investment but not want to take control of the business, and continue to trust through all the good and all the bad. 
The local community plays a huge role as a stakeholder. The community is impacted by a range of factors such as employment opportunities and economic development, and especially with a factory, there are always concerns regarding health and safety. Hiut Denim took initiative with exploiting their employment opportunities, creating more development economically within a small area of Wales, but since they are purely a materials company, there is no concern for pollution. 
Although governments stake in the company is their corporate income they collect, they are still considered a major stakeholder.	




2.2 The Customer Context

2.2.1 “The customer context is the interrelated factors of customer insights and environmental conditions that make the shopping experience relevant.” (brpconsulting.com, 2015) 
2.2.2 The customers for Hiut Denim Co are those who purchase the jeans, although there are only two markets they aim at: adult men and adult women. It is vital that the company gathers a thorough understanding of their customers and their motivations for buying. By carrying out a customer insight will result in a better understanding of their typical customers. Not only does the company need to understand their customer, but they also need to be aware of who they are. Are they an individual, an organisation, or both? To distinguish this, the company can look further into buying behaviour. 
Figure Seven: https://www.slideshare.net/SejalChaurasia/consumer-buying-behaviour-organizational-buying-behaviour













When Hiut Jeans compare the buying behaviour they have accounted, they are able to get a general idea of who it is that is buying from them. Consumer buying typically is for personal use, whereas organisational purchases are primarily for organisational purposes. Consumer buying behaviour can be more complex for the company as they have to focus closely on satisfying their customer’s needs since the consumer market will often consist of a lot more customers than the organisational market.  The buying situation that follows based purely on the decision of the purchaser. If the consumer is happy with their purchases and becomes a loyal customer, they are more likely to continue a routine purchase where as an organisation will do a straight re-buy. Although it goes without mentioning that, both customers are dictators in the buying process. The consumers are evidentially the initiator of interest to the product, influencing only themselves to become the decider in purchasing the product and then becoming the user, whereas the organisation is still the influencer in deciding to purchase to then becoming the ‘gatekeeper’ of where the product goes from there, which mainly goes onto another consumer. 
Hiut Jeans must look at their segmentation criteria of their customers. They can do this by ensuring the criteria is measurable to allow opportunity to identify the size of the segment and distinguish characteristics so that a decision can be made on how efforts should be focused. (brandwatch.com, 2016)
After their segmentation criteria has been identified, there is then a need for the company to understand their customer base. Elements to this often include, background, demographics, communication channels, language, proposition, and media. 



2.3 Internal Context

2.3.1 The Internal context refers to involving staff at all levels to understand their roles within the marketing process, as well as involving every asset, liability, strength, weakness, preference and belief the company staff possesses. By influencing the internal team to work by the company’s vision and getting to grips with all the internal operation, this creates an opportunity of providing nothing but value to customers. This is achieved mainly through the company’s ‘front line’ staff, by them adapting to the implemented marketing strategies for each customer they work with, alongside the presentation of the attitude, appearance and communication the customer experiences. 
Hiut Denim has incurred a lot of changes over the years. From the beginning, the factory was built up within Cardigan, Wales after a recent factory closure leaving many within the local community without employment. Over the course of the business’s lifecycle, with it still being in its growth stage, the business has ventured onto different platforms such as their own website alongside optimising different social media platforms, as well as partnering with more intermediaries which not only brings in more revenue but also more brand recognition. 
[bookmark: _GoBack]Hiut Denim poses a secure financial future with no threats of the brand declining; however, the company must ensure they are aware of the threats that could arise in regards to other competitors or changing trends. 
To evaluate the internal context, McKinsey 7s model is a useful tool. “McKinsey 7s model is a tool that analyses firm’s organisational design by looking at 7 key internal elements: strategy, structure, systems, shared values, style, staff and skills, in order to identify if they are effectively aligned and allow organization to achieve its objectives.” (strategicmanagementinsight.com, 2013) 
Figure Thirteen: https://www.smartinsights.com/marketing-planning/marketing-models/mckinsey-7s-model/













Strategy is a plan put together to achieve a sustained competitive advantage! A strategy that is long-term and reinforced by the company’s mission, values and vision will succeed. 
Structure is overall how the business is organised in terms of units and information on who is responsible for what. The business structure is one of the most visible and arguably easy elements of the framework. 
Systems refer to the process and procedures of the company and how daily activities and decisions are made. These systems look at how business should be done and what managers should focus on more, especially if they are looking to create some organisational change over time.
The business skill set is mainly concerned with the firm’s employees, which include capabilities and competences. For Hiut Denim, the skill set was no secret as Cardigan, the area of which the company was built, was infamous for the experience of making jeans. As the business grows, managers should look at what skills will need to be consistently reinforced whether a new structure or strategy is introduced. 
The staff element of the framework refers to what type and the number of employees. For Hiut Denim, since they started out, they have since been in a position where they have a number of employees that make jeans at remarkable paces, but managers will need to assess how future employees will be recruited, how employees will be trained, motivated and rewarded. 
Style is concerned with the managers and how it is presented. This goes by how they interact, the actions they take, and the value they hold in the heart of the company. Hiut Denim interact a lot with their audience through social media, and through contact details on their website, and with any customer queries, there is always a quick helping hand. 
Lastly, shared values are the heart of the Mckinsey framework. These values refer to the standards set by the company of that guide employee behaviour, and thus are the foundations of the company. 
It is worth noting that the framework should be continuously reviewed as when there is change to one element, it has effects on other elements and will then require a new organisational design. 
Internal communication is also very important. It is necessary to carry vital messages around the company, throughout the hierarchy. These methods of communication include reports, memos and briefings if a quick message needs to be delivered. Notice boards and newsletters are also useful if wanting to deliver a broad message across the company, mainly for upcoming or long-term changes to the organisation, as well as emails, intranet or even the internet.






2.4 External Context

An external context analysis is used to identify strengths, issues, opportunities and threats that are on the ‘horizon’ of the business environment, which could affect the organisation. (Issa, 2010) The external context is overall is a macro-environment analysis, and to do this, the framework PESTLE is useful. 

Political 
· Scope of Regulation 1007/2011 – textile products must be labelled before going on the market. 
· GDPR set in place to protect consumer information. 

Economic
· Competition is strong in the denim market. 
· Economic crisis in 2008 has perhaps affected consumer purchasing power. 

Social
· Jeans have developed to be ‘second skin’. Everyone wears them today. 
· Cultural preferences influence markets, especially when trying to build to be a global brand. 

Technological 
· Online shopping has become huge over recent years 
· Competing brands increasingly developing advertising strategies
· New ways of producing jeans – Hiut Denim jeans are hand made so no toxic fumes or pollution going out into the local community. 

3.0 Marketing Communications Objectives 

3.1 “Marketing communication objectives are concerned with specific goals relating to communications. As such, they will relate to areas such as: increasing awareness; informing the market of specific features or attributes of a product; suggesting new uses for a product; explaining how a product functions; and altering perceptions of a product or services.” (CIM FILL) These objectives provide a balance to the planning process. Although there are more intimate objectives that focus on parts of the business. 
“Corporate objectives are those that relate to the business. They are usually set by the top management of the business and they provide the focus for setting more detailed objectives for the main functional activities of the business.” (tutor2u.net, 2019) These objectives need to be specific, measurable and realistic that can be achieved within a given period, as these also influence internal strategic decisions. 
Marketing objectives are set out on what a business wants to achieve from its marketing activities whilst being consistent with their overall aims and objectives. (winmarketing.co.uk, 2019) 
Marketing communication objectives are determined by problems the target or product category may encounter and any market opportunities the product must solve to overcome these problems. Your marketing communication objective should describe what you want your target audience to think, feel, and do after they are exposed to your marketing message. (marketingbinder.com, 2019) 
For these objectives to work to its potential, Hiut Denim must look at making their objectives coincide with the SMART framework. 
Figure Eight: https://fitsmallbusiness.com/smart-goals-examples/






The process of ensuring objectives are SMART, managers need to be clear on what is to be achieved, with what audience, where and when. This makes the sets a clear ground for the proposed activities and provides clear measurement for the final evaluation. (Fill, 2009) 


3.2 Corporate Level

3.2.1 To increase shareholder value by 30% by April 2020. 9
3.3 Marketing Level

3.3.1 To increase intermediary numbers from 10 to 14 by May 2020. 11

3.4 Marketing Communication Level

3.4.1 To raise awareness of Hiut Denim Co from 60% to 75% in their current market and the global denim market by May 2020. 
3.4.2 To reposition Hiut Denim Co from a small luxury brand to the top 5 luxury jeans manufacturer in the UK. 
3.4.3 To look at producing a complete internal communications plan with a minimum of one event per month, in order to include and keep key internal stakeholders throughout the company.



3.5 Positioning 

3.5.1 Positioning is the process of establishing a brand on the market, so that customers perceive it in a way. (Brooksbank, 1994) Since it is a strategic issue within marketing communications, it needs to be designed for all objectives to be met and the desired position is achieved. Product positioning uses different marketing research techniques to measure customer views of various products or brands according to several different product features, for example, is brand X high or low priced? To assess the brands positioning, several positioning strategies are used. These strategies include looking at attribute, feature or benefit, price vs quality, use or application, user of the product, product class, the competitor, and the cultural symbol. Hiut Denim could optimise this to their full potential. 
Analysts such as perceptual maps, positioning/re-positioning, new product development or even creating a positioning statement can also be useful in helping or visualising a company’s position. 





3.5.2 Perceptual Map
[image: ]





3.5.3 Positioning Statement 

Page 196







4.0 Promotional Strategies


4.0 Promotional Strategies 

4.1 Promotional strategies are based of the strategic plans implemented in the business’s marketing plan in order to increase product demand. These promotional strategies play an important role in the marketing mix (5P’s) as they revolve around a budget, plan of action and target audience. 

4.2.1 Push Strategy 
	Since Hiut Denim has intermediaries, there is a need for a push strategy. “A push marketing strategy refers to a strategy in which a firm attempts to take (“push”) its products to consumers. In this strategy, the goal is to use various active marketing techniques to “push” their products to be seen by the consumers starting at the point of purchase.” (corporatefinanceinstitute.com, 2019) 
Figure Six: https://corporatefinanceinstitute.com/resources/knowledge/strategy/push-marketing-strategy/














By directing this strategy directly to customers, this is mainly done through different methods such as direct selling, Point of Sale displays, trade show promotion and so forth. For Hiut Denim, the company will negotiate with a retailer to stock their jeans, and from here, the retailer will push the products towards the consumer, with the hope of a purchase. 


4.2.2 Pull Strategy

	A pull strategy refers to mainly the customer, encouraging them to demand the product, but this can only be achieved by positioning messages to create more awareness and reinforce attitudes. This strategy is particularly relevant for Hiut Jeans as with this strategy the approach is for customers to ‘pull’ products through a network of channels. So, a customer looking for a pair of Hiut Jeans would go into a retail outlet, an intermediary of Hiut Jeans, so for example, Gatsby Menswear, and investigate further into a pair of jeans and hopefully purchase it. 
[image: Image result for marketing pull strategy]Figure Four: https://corporatefinanceinstitute.com/resources/knowledge/strategy/pull-marketing-strategy/


This strategy is usually fulfilled using Above the Line and Below The Line advertising. “Above the Line advertising strategies focus on directing the communication towards the mass market. All promotional messages are untargeted, meaning they do not focus on a specific target group. The idea behind this is to inform customers about the availability of the product. Marketers seek to encourage customers to visit stores and actively seek the product. These strategies help companies reach a larger audience and create brand visibility.” (business2community.com, 2017) Above the Line advertising include television campaigns typically at a regional or national level, aswell as radio and newspaper adverts and online articles. “Below the Line are more focused and they are directed towards specific groups of customers. They are highly targeted, with advertisements being created keeping in mind the demographic and psychographic characteristics of customer segments.” (business2community.com, 2017) Advertising activities includes outdoor advertisements such as billboards, banners, flyers and so forth, direct marketing including SMS, emails, social media posts, as well as sponsorship events, public relations and in-store promotion.

4.2.3 Profile Strategy

“Profile promotional strategy is intended to fulfil the corporate promotional goals of an organisation as to how it wishes to be seen in the eyes of the public. The communication focuses on satisfying the needs of the stakeholder and sustaining the dialogue with them by closely keeping in touch with them.” (mbaskool.com, 2017) This strategy is very stakeholder centred. in order to develop image and reputation. The better profile created, a better known and better image is gained. The stakeholders involved may include financial persons, trade unions, governing bodies, local community and employees. The communication between business and stakeholders are usually done through emails, newsletters, progress reports and annual meetings, and are very important to stay connected. Hiut Jeans Co must consider all the people involved in their business by keeping constant interaction and continuous feedback, which results in building loyalty and trust within the stakeholder to business relationship. Hiut Denim would look at carrying out pubic relations, event sponsorships, corporate advertising and corporate and marketing social responsibility in order to achieve their profile strategy objectives. 
Figure Five: Fill, 2005












5.0 The Promotional Mix

5.1 “The Promotion Mix refers to the blend of several promotional tools used by the business to create, maintain and increase the demand for goods and services.” (businessjargons.com, 2019)


MARKETING COMMUNICATIONS PLAN













6.0 Implementation

	After the communications plan has been finalised, Hiut Denim will start to implement these promotional activities. Regarding advertising, a majority will be done by an advertising agency as there will not be enough skillsets in-house to carry out these types of activities. Although, by working with an external agency, this will incur additional fees. Hiut can continue to do some of their advertising in-house as they will be able to optimise their social media platforms as well as their website, this also includes their direct mailing list. Hiut can look at promotional gifts. This could prove as another incentive for customers to purchase their jeans. Sponsorship is also an activity Hiut Denim can conduct. For example, they could look at sponsoring a sports event or a celebrity to advertise their products. Trade exhibitions are not always frequent, but when they are held, this can be a great time for the company to show off their products and their unique selling points.  







7.0 Evaluation and Control 


7.1 “Evaluation and control is the process of determining the effectiveness of a given strategy in achieving the organisational objectives and taking corrective actions whenever required.” (bbamantra.com, 2015)

7.2 The key issues identified in the main marketing communications objectives will be implemented and be consistently monitored, as well as monthly reports which will focus upon how they have worked throughout the month and what can be done to progress these results. 

7.3 Variance analysis will be used on a regular basis to analyse buyer behaviour and any noticeable trends, competition performance as well as the company’s performance and continue to optimise these strategies put in place. By doing this, it will provide a clear up-to-date understanding of how these strategies employed are doing. 

7.4 A financial statement will also be produced on a regular basis by the companies accounting team. 

7.5 The research agency will understand the strategies and objectives put into place and will continue to gather qualitative and quantitative research. 

7.6 Meetings will be held on the 5th of each month in the Board Room. In attendance will be representatives from each department of the business such as a team leader of all employees, accounting manager, CEO, and other stakeholders such as creditors, and supplier representative. Within these meetings, reports will be discussed and presented. An executive of the external agencies involved in the business will also be present to deliver a small report on their findings. 
210





8.0 Conclusion 

To conclude, in this report, a context analysis has been done as well as a business context showing that the denim industry the company is operating in is a popular market, but for Hiut there was only a few certain luxury brand competitors they had to worry about.  A customer analysis was conducted to get a full understanding of who Hiut are targeting which are typically men and women since that is who the jeans produced target. An internal and external analysis investigated internal communication using the McKinsey 7s model and PESTEL. The report was then able to set out different levels of marketing objectives, all based between June 2019 to May 2020. To understand further where the company stood against its competitors on a perceptual map and from here promotional strategies were put in place. To put objectives to action, a communications plan was created using the time period of June 2019 to May 2020, using the budget of £5m to estimate costs of these activities. The report implements the importance of creating an implementation plan as well as an evaluation and control of how these activities will work. Overall, Hiut Denim Co implement their company well but could look at different marketing activities to push their brand into different markets and target more customers. 
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